The Relation between Social Intelligent and Service Presentation Quality (Case Study: Selected Branches of Melat Bank of Isfahan City)  by Rostamian, Behnaz & Sadrabadi, Mohammad Mirmohammadi
 Procedia - Social and Behavioral Sciences  230 ( 2016 )  290 – 297 
Available online at www.sciencedirect.com
1877-0428 © 2016 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of the Ardabil Industrial Management Institute
doi: 10.1016/j.sbspro.2016.09.037 
ScienceDirect
3rdInternational Conference on New Challenges in Management and Organization: Organization 
and Leadership, 2 May 2016, Dubai, UAE 
The Relation between Social Intelligent and Service Presentation 
Quality (Case study: Selected Branches of Melat Bank of Isfahan 
City) 
Behnaz Rostamiana, Mohammad Mirmohammadi sadrabadib,* 
a Department of Management, Sheykh Bahaee University, Isfahan, Iran 
bDepartment of Accounting, Yazd Branch, Islamic Azad University, Yazd, Iran 
Abstract 
This research purpose is to determine the relation between the social intelligence and the service presentation quality in Esfahan 
city Melat bank selected branches. The statistical society in this research includes Esfahan city Melat bank staffs and their 
customer. According to receive information from their staff number in 1393 about 900 individuals and the customer society is 
also considered unlimited. The sampling type is categorized sampling. To determine the sample volume for two staff and 
customers' society, the Morgan table and Cochran formula is used. The staff volume is 269 individuals and the customers sample 
is 800 individuals. To evaluate the social intelligence the Tromso standard questionnaires has been used and to assess the service 
presentation quality Servqual standard questionnaire is applied. In order test research hypothesis, the deductive statistic has been 
used. The obtained results from this research show that the social intelligence has positive and direct relation with social services 
quality. It should be noted that between three criterions of social skill, social intelligence and service presentation, the social skill 
with 64% coefficient has the greatest effect in service presentation. 
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1. Introduction 
One of the most important environmental factors is customer, if the organization could provide the customers 
satisfaction or increase it, it will be successful to that extent as well. Hence developing organization always tries to 
take assurance about their customer satisfaction. In recent competitive world, not only the present source protection, 
rather gathering new sources is not the simple task. Only the organizations and institutions are successful in these 
fields which are capable of increasing their competitiveness power and enhance the products and services quality 
according to the customers' requirements (Shahin and Samea, 2010). During two recent decades by emergence of 
information era and human relation valuable augmentation and also social intelligence organizational strategic 
success as one of the most important issues in social science and human sources has been taken in to consideration in 
management, organizational and training fields and frequently it has been discussed about its capabilities and 
applications compared to other intelligence. In this research to assess the social intelligence, the social information 
processing dimension, social skills and social information has been considered. In servicing industries, presentation 
of services with high quality to customers is a key factor which is influential in organizational performance. The 
service quality evaluation is assumed as one of the main issues and the experimental studies concept in servicing 
marketing (Akinci et al, 2010). The managers of servicing industries needs information about how to effect the 
service quality on the customer satisfaction level(Fin, 2011). 
Parasuraman and others mentioned that the quality concept in product realm is not too much important in 
servicing. They presented a new tool for service quality assessment. By the use of this tool, the service proper 
quality is approved when the customers' expectation from the intended service is obtained or something over than 
their expectation has been dedicated to him. The Servqual model in servicing different realm is used to assess the 
service quality (Parasuramanet al, 2005).Servqual model is the capable model to measure the service quality which 
is used for measuring the available quality level n service presentation and gathering customers' opinions and their 
expectation from services determination. Five dimension of this model includes the tangibility, confidentiality, 
responsibility, assurance and empathy. In This research first the social intelligence rate of Melat bank staffs has been 
measured. Then the presented quality rate has been measured from the customers view. The researcher tries to 
determine the relation between the social intelligence and services presentation quality in Melat bank. 
2. Theoretical basis and hypothesis planning 
2.1. Intelligence Concept 
Different definitions have been presented from intelligence, as the intelligence is considered a spiritual concept, 
(Biyabangard, 2006). Vegsler noted from the Goldman and co-workers 1995 assumed the intelligence as the group 
or individual capabilities in targeted performance, the rational thought and effective facing with surrounding 
environment (Goalman,2001). We can define the intelligence in different method; the most general definition is that 
the intelligence is assumed as the variation capability or flexibility capability in adaptation. Terman believes that the 
intelligence is the individual capacity in artificial thinking. About above definitions we understand that the 
intelligence is the combination of realized activities (Squiler, 1994). Steen berg defines the intelligence as below, the 
mental activities to achieve targeted adaptation with actual environment related to the individual life or selecting and 
forming it (Sternberg, 2003). 
2.2. Social Intelligence 
Maybe we can say that the first individual, who used the attractive intelligence expression in scientific and 
academic institutions, was a student in art PHD course in 1985 at an American university(Boyatziset al, 2013). 
Social intelligence as another type of intelligence which has been considered in recent years was presented in 1920 
by Thorndike. The social intelligence has the close meaning with concepts as competency and social skill and also it 
has much common conformity with emotional intelligence and interpersonal intelligence (Weis and Sub, 2007). In 
defining social intelligence about a general class has been discussed. It means that the human capacity for realization 
of what happen in this world and responding to it in an effective social and personal  method(Hromek and Roffey, 
292   Behnaz Rostamian and Mohammad Mirmohammadi Sadrabadi /  Procedia - Social and Behavioral Sciences  230 ( 2016 )  290 – 297 
2009). In the social intelligence complex as the capability to perform the duties and interpersonal tasks and behaving 
wisely is argued in relation(Crowne, 2009). Wallinius et al, in 2007 have defined the social intelligence as the better 
realization of relation between the humans and senses, thoughts and behaviors (Wallenius et al, 2007). According to 
Buzan idea the social intelligence contains 8 factors.1- reading the people thoughts and realization of people by the 
use of physical signs and verbal relation and none verbal communication.2- active audition skill, 3-sociability, 4- 
having effect on others, 5- to be active in social fields, 6- consulting and solving social issues, 7-persuation, 8- 
realization of how to treat in different social fields(Dogan and Cetin, 2009). Intelligence criterions includes: 1- 
social information processing, which his attributed as the understanding capabilities and senses and behaviors 
predictions(Gini, 2006). 2- Social skills: the social intelligence structuring behavioral aspects through entrance 
capabilities assessment to social conditions and also the social adaptation capabilities. 3- Social awareness: the 
capability to realize the anxiety and requirements unmentioned about the customers and them coordination of their 
needs and anxieties with services, products and how to provide the needs in customers servicing competency which 
has the key role (Gaolman, 2001). 
2.3. Service Presentation Quality 
The quality means the degree of product which has adaptation with a customer expectation and presented 
features (Pisnik korda and snoi, 2010). The service quality is defined based on the customer satisfaction as below:  
the present difference between the customer and his realization about the actual performance of service. Parsorama 
defined the service quality according to the rate and direction of diversity between the customer realization and his 
expectation about the service (Parsorama et al 2005). Service is the kind of economical activities which provides the 
benefits by making changes intended in receiver of services or from his side n special time and location to make 
value in customers(Lovelock,2004). The service is an activity or benefit which his presented from one side to 
another that is basically is visible and it doesn’t have the ownership. The result might be physical or immaterial 
(Sells, 2007). The service is the process that includes a series of somehow invisible activities which his in 
customers, staffs, physical sources, products or service presentation systems correspondence to be a solution for 
customers' problems(Gronroos,1984). The common declaration of all these definitions is that a servicing system is 
economical activities which lead to producing an invisible product which has the exceeded value or proper 
(Saiedniya and E, 2009). The service features are as below: 1- invisibility: that means the buyers by their 5 senses 
(seeing, touching, tasting, smelling, hearing) could not decide about them. 2- Indistinctiveness: the second feature of 
servicing is indistinctiveness, because many of bank services are not savable and it is not possible to separate 
production from consumption. Dissimilarity and disconnection: having stability and quality in all products have 
special importance but about the servicing it has much more significant. 4-unsavablity:in banking system, ATM 
system is a kind of service saving system but because many of banking services are not available before or after the 
actual presence, it is not possible to save them for future servicing(Lieand Wu, 2011). The service quality: in 
servicing industry presentation of services with high quality to customers is one of the key factors in companies' 
performance (Alvany Riahi, 2004). The service managers need to know how the performance understanding affects 
the service quality on the customers' satisfaction level(Fin, 2011). The service quality concept is one of the most 
important titles in marketing, because with this cost, financial performance, customers' satisfaction, customers 
keeping and their loyalty and also competition benefits are also in relation(Gounaris et al, 2010). Shahin 2006 
defines the service quality about the customers' requirements or their expectation, to achieve this research main 
target, below hypothesis is stated: 
H1: the social intelligence is related to service presentation quality to customers in Esfahan city Melat bank 
selected branches 
By regarding the social intelligence dimension we can evaluate and test the main hypothesis in the form of below 
sub-hypothesis  
H11: social information processing is related to service presentation quality to customers 
H12: social skills s related to service presentation quality to customers 
H13: social awareness is related to the service presentation quality to customers 
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2.4. Servqual Model, the Tool to Measure Services 
The services quality conceptual method was presented for the first time in 1985 by presentation of a concept 
which named the service quality gap in the gap analysis method framework by Parasoraman and his coworkers, they 
declared the service quality as the gap between the customers' expectation from services and customers' realization 
about the receive services (Parasoraman et al, 2005;Ardekany and Zareian, 2010). The Servqual method is the 
quality of presented services through 5 dimensions (Mirqhafouri, 2008), these 5 dimensions are: 1- physical 
accessories, equipments, staffs view, 2-relialbity: the servicing organization capability in fulfilling its promises 
accurately. 3- responsibility: desire to assist customers and presenting services as fast. 4- guaranty: knowledge, 
courtesy, staff capability in making assurance and confidence induction. 5-empathy: attention to individuals' 
requirements and each customer's necessities. 
3. Research Methodology  
Kind or method 
This research is practical in the purpose and it is measuring-descriptive identically and in data gathering method. 
Society and Sampling 
In this research two statistical societies are considered. The first society contains Esfahan city Melat bank staffs 
and the second statistical society includes customers. The sampling is done accidentally and hierarchal. To 
determine the staffs sample volume, the Morgan table was used. Based on this criterion sample volume number was 
obtained 269 people. To determine the customers sample volumes which are the unlimited society, the Cochran 
formula was applied. The customer sample volume has been obtained at 800 individuals. 
Data Gathering 
Also to gather information related to the research literature and background, the library method was applied. To 
gather information related to the test or evaluation of research hypothesis, the questionnaire was used. To evaluate 
the social intelligence the standard questionnaire of Teromso was used to evaluate the service presentation and 
Serocal questionnaire was used for quality assessment.in below table, the criterions and dimensions related to the 
questionnaires dimension has been pointed out. 
Table 1. Research variables in addition to dimensions and relative questions 
Research variables Dimensions Question quantity Questions numbers 
Social intelligence 
Information  processing 8 1-3-6-9-14-17-18-19 
Social awareness 7 2-5-8-11-13-16-21 
Social skills 6 4-7-10-12-15-20 
Service presentation quality 
Tangibility 7 1-2-3-4-5-6-7 
Reliability 9 8-9-10-11-12-13-14-15-16 
Guaranty 4 17-18-19-20 
responsibility 6 21-22-23-24-25-26 
Empathy 4 27-28-29-30 
The Stability and Validity 
In recent research two methods are used for the validity and stability assessment, the fabricates validity was 
confirmed according to the standardization of two questionnaires but to get sure about validity of questionnaire by 
the use of fabricated validity, questionnaire was given to some Esfahan university management group professors and 
their ideas was provided, the validation was used for each of research concepts as the factorial  analysis for structure 
validity and totally the questionnaire questions had meaningful level in concept assessment. Also to calculate the 
questionnaire stability calculation, the Cronbach's alpha was used. The results are shown in table 2. 
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Table 2. The questionnaire items Cronbach's alpha coefficient in research variable breakdown 
Variable Cronbach's alpha coefficient Dimension Cronbach's alpha coefficient 
Social intelligence 0.802 
Information  processing 0.793 
Social awareness 0.789 
Social skills 0.754 
 
Service presentation quality 
 
0.839 
 
Tangibility 0.751 
Reliability 0.724 
Guaranty 0.712 
responsibility 0.821 
Empathy 0.765 
Data analysis method and statistical tests 
To analyze data the descriptive statistics was used and to test research hypothesis and determine the independent 
variables effect on dependent variable, the deductive statistics (structural equation modeling) was used. The AMOS 
20 and SPSS computer software has been applied too. 
4. Research Findings 
Based on the results obtained from the research, 226 individuals who were male contained 85.6 % of whole 
sample. Also 38 individuals are female that includes 14.4% of whole sample. Also 628 people from sample 
customers and 171 people were female that made 6.78 and 21.4 % of whole sample.To evaluate the mentioned claim 
about the distributed data, the Kolmogorov-Simonov test related to the social intelligence variable and service 
presentation quality are shown in table 3 that all  factors follow the normal distribution because the meaningful ness 
level is more than 5% and the zero hypothesis is rejected. 
Table 3.  Kolmogorov-Simonov test results 
Research variables Average Criterion deviation Kolmogorov-Simonov variable rate Meaningfulness level 
Social intelligence 3.32 0.333 1.204 0.110 
Social information processing 3.72 0.334 1.541 0.242 
Social awareness 2.92 0.578 1.555 0.354 
Social skill 3.3 0.450 1.468 0.268 
Service presentation quality 3.787 0.132 5.614 0.159 
Tangibility 3.757 0.220 5.704 0.650 
Reliability 3.922 0.229 5.49 0.301 
Guaranty 3.844 0.308 6.202 0.075 
Responsibility 3.625 0.242 8.484 0.461 
Empathy 3.716 0.216 5.80 0.539 
In figure 1, the social intelligence effect structural equation model on services presentation quality has been 
analysed 
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Fig 1. The social intelligence effect structural equation model on services presentation quality has been analyzed 
According to the AMOS software output, the social intelligence structural model parameters effect on services 
presentation quality has been meaningful at 95% level. The social intelligence effect coefficient on the service 
presentation quality is 0.75. The total fitness scale in structural model under the thorough scales format has been 
presented according to table 4. 
Table 4. Social intelligence structural model fitness scales effect on service presentation quality 
Scale type Scale name Decision making  basis Valve obtained from fitness 
Abstract 
K square (CMIN) ---------- 896.403 
P - Value More than 0.05 0.053 
Adaptability 
Adaptability fitness scale(CFI)  0.9 0.953 
TOKER-LUS fitness scale(TLI)  0.9 0.936 
 
Destination 
 
Destination normalized fitness scale (PNFI) larger than 0.5 0.530 
Destination adaptability fitness scale (PCFI) Larger than 0.5 0.622 
Remain squares average second radical(RMSEA)  0.08 0.073 
K Square (CMIN/DF) Fewer than 5 2.356 
According to above table, the social intelligence structural equation model effect on the service presentation 
quality is in proper condition for all scales fitness. In figure 2 the structural equation model has shown the social 
intelligence dimension on the presented services. 
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Figure 2. Social intelligence dimension structural equations model effect on the service presentation quality 
To confirm above model three adapted, completed, fitness scales has been used and the obtained results from 
above model has been shown in table 5. 
Table 5. The social intelligence dimension structural model fitness scales effect on the service presentation quality 
Scale type Scale name Decision making base Value obtained from fitness 
Abstract 
K square (CMIN) ---------- 359.003 
P - Value More than 0.05 0.061 
Adaptability 
Adaptability fitness scale(CFI)  0.9 0.916 
TOKER-LUS fitness scale(TLI)  0.9 0.937 
 
Destination 
 
Destination normalized fitness scale (PNFI) Larger than 0.5 0.587 
Destination adaptability fitness scale (PCFI) Larger than 0.5 0.573 
Remain squares average second radical(RMSEA)  0.08 0.77 
K Square (CMIN/DF) Fewer than 5 2.469 
As it is observed from table 5, all scales for social intelligence dimension structural equation model effect on the 
service presentation quality is proper. 
5. Discussion and Conclusion and Suggestions 
The results of hypothesis show that the social intelligence criterions are influential in service presentation quality 
in Esfahan city Melat bank. Also  the evaluation results from first subsidiary hypothesis proves that social 
information processing as an independent variable s influential on the service presentation quality to customers and 
the effectiveness coefficient is 52% that shows  the positive and direct effect of information processing on the 
servicing. Second hypothesis evaluation shows that the social skills as independent variable at 95% insurance has 
effect in service presentation quality and its effectiveness is 0.64 that shows the positive and direct effect of social 
skills on service presentation. Third hypothesis shows that social awareness as the independent variable is at 95% 
insurance and its effectiveness coefficient is 0.52 that shows the positive and direct effect of social awareness in 
staff service presentation. According to this matter, there is positive and direct relation between the social 
information processing and service presentation so increasing this skill between staffs by training workshops leads 
Service 
presentation 
Quality 
Tangibility 
Social 
Responsibility
Reliability 
Guaranty 
Empathy 
Information 
processing 
Social 
skill 
Social 
awareness 
Social 
Intelligence 
297 Behnaz Rostamian and Mohammad Mirmohammadi Sadrabadi /  Procedia - Social and Behavioral Sciences  230 ( 2016 )  290 – 297 
the service presentation improvement, also there is positive and direct relation between the social skill and service 
presentation, therefore by increasing social skills level between bank staffs, the service presentation level is also 
improved. In this research it was clarified that there is positive and direct relation between social awareness and 
service presentation. So by increasing staff social awareness level, the service presentation quality level also is 
enhanced in bank. According to issue, there is positive and direct relation between the social intelligence and service 
presentation, therefore by enhancing and improving the service presentation quality level to customers, we might be 
able to use the social intelligence as one of the bank staffs selection criterions in employment. 
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